Consumer buying behaviour does not involve only the purchasing of a product; it is also an extensive and complex process from the beginning to the end of marketing process. According to Khan (2004) , the first step to consumer buying behaviour begins with the mind of the consumer who recognizes the need, explores new information related options and variety of choices and then defines the benefits of various alternatives. Finally, the process ends up in deciding on the products to be purchased and the actual buying. Customer satisfaction can be realized at a post-stage purchase after the actual purchase giving a vital signal to the seller. Surrounding consumer buying behaviour are many factors which affect the manner in which consumers act and take decision during the purchasing process (Domie, 2013) . Modi & Jhulka (2012) opine that consumer buying behaviour is a subset of human behaviour because several internal and external factors affecting individuals in their daily lives also influence their purchase activities. Hawkins, Best & Coney (1998) , observe that consumer buying behaviour could be affected by external and internal factors such as culture, subculture, demographics, social status, references group, family and aspects. Also, marketing activities such as perception, learning, memory, motives, personality, emotion and attitudes are seen as internal factors (Kotler, Armstrong & Opresnik, 2018) .
Consumer choice is very important in marketing of a given product and must be taken into seriously for any business to succeed. According to Aaker (1991) , consumers are indifferent to a brand and they in fact buy with respect to the features, price and convenience with little concern to the brand name. Fredrick (1990) states that making product available at all times so that the customer has a choice is one of the very important marketing strategies a manufacturer can use and can help achieve unique competitive advantage. To provide satisfaction to the consumers, marketers must understand how all their marketing activities are perceived because perceptions greatly influence consumer choice of a product or service. Consumer choice ofa product which is a bundle of attributes is based on maximizing satisfaction to his budget constraints of available resources. The choice depends on whether the consumer is satisfied or dissatisfied with the product. Quite similarly, consumer choice can also be approached from the perspective of conscious and non-conscious choice (Blackwell, 2006) . Kivetz, & Simonson (2000) , observe that many choice situations occur outside of conscious awareness and with information search.
Custard is a finely textured food product manufactured from corn starch in which salt, flavouring and colouring agents are added with or without the addition of egg yolk, solid vitamins and minerals (Okoye, Nkwocha & Agbo 2008) . Understanding consumer buying behaviour will help manufacturers to know consumers expectations when they buy products and so tailor their products to meet these expectations.
Statement of the Problem
One of the fastest growing food related industries in Nigeria is custard (Sinebe, Okonkwo & Enyi, 2014) . Its consumption has penetrated every nook and cranny of Nigerian household. Marketers of the product are faced with meeting the demand and satisfaction of their various customers amid stiff competition. The cost of production is rising as sales continue to fall while consumers demand high quality custard (Sinebe et al., 2014) . Consumers are very interested and attracted to goods and services because of the characteristics or quality they possess. However, consumers are worried over the price, packaging and advertisement of different brands of custard available in the market. The prices of custards are high, the packaging only come in containers and marketers have not fully used advertisement to convey information about different brands to allow consumer choice of the products in the market. As a result of these challenges, the researcher investigated factors influencing consumer choice of brands of custard in Enugu State.
Objectives of the Study
The main objective of this study is to examine consumer choice of brands of custard in Enugu State. The specific objectives include the following: 
Significance of the Study
The outcome of this research work will be useful to manufacturers of custard brands. The findings will help manufacturers to assess those factors that affect consumer choice toward their brands and the best way to address those factors. Consumers of custard brands will equally benefit from the outcome of this study. The study will serve as a reference material to researchers and the academia.
Scope of the Study
The scope of this study borders on pricing, packaging and advertising which are the factors influencing of consumer choice of brands of custard. This study was conducted in Enugu State.
REVIEW OF THE RELATED LITERATURE
This chapter explores the literature related to consumer choice of brands of custard in Enugu Metropolis.
Concept of Consumer Buying Behaviour
Consumer buying behaviour is the attitude which every consumer exhibits about product attributes before making any purchase. Consumer behaviour is the understanding of a process that an individual or a group passes through to satisfy a need by making preferences and buying as well as utilizing and disposing of products (Solomon et al., 2008) . In their contribution, Kotler et al. (2018) see consumer behaviour as mental, physical and emotional engagement that people use during purchase, selection, use and dispose of services and products that satisfy their desires and needs. It is a discipline that borrowed heavily from concepts developed in other fields such as psychology (the study of the individual), social psychology (the study of how an individual operates in groups), sociology (the study of groups), anthropology (the influence of society on the individual), and economics. However, Oni & Bananda (2010) opine that consumer buying behaviour is the way people act in the exchange process, this process can further see as stages of the decision process customers go through. This process includes problem recognition, alternative evaluation, information search, actual purchase and post-purchase evaluation (Kotler & Arnstrong, 2012) . Buyer behaviour particularly is the study of decision-making units as they can buy for others or themselves. Thus, buying behaviour mainly involves the collective response of customers for selecting, evaluating, deciding and post-purchase behaviour. It is the study of human response to services and the marketing of products and services.
According to Dawson, Findlay & Sparks (2006) , consumer buying behaviour is a set of attitudes that characterized the patterns of consumers' choices. Solomon (1996) observe that consumer buying behaviour means the primary process of decision making and also an activity of people engaging in selecting, purchasing, consuming and disposing of products. This process also involves responses such as behavioural, mental and emotional which describe and follow these activities. According to Adede et al. (2016) , it becomes very difficult for a marketer to predict the products that consumers
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may consider to buy as well as the quantities to be purchased at a given time. Moreover, marketers are not able to know with certainty why consumers choose particular brands and disregard others.
The Product: Custard
Custard is a fine textured food product made from corn starch in which salt, flavouring and colouring agents are added with or without the addition of egg yolk solids, vitamins and minerals (Okoye, Nkwocha & Agbo, 2008) . The cornstarch used for the preparation of custard is basically dense, powdery flour obtained from the endosperm protein of the corn kernel. Custard is primarily consumed either as a breakfast cereal-based food or weaning food in most developing nations of the tropics especially among children (Ihekoronye & Ngoddy, 1985) . Since custard is mainly rich in carbohydrate, there is need to improve the nutritional status of the product by the addition of vegetable proteins from oilseeds and legumes such as cowpea, soybean and pigeon pea etc, which are relatively cheap and readily available. The fortification of custard with vegetable proteins from oilseeds and legumes has received considerable attention. This is because oilseed and legume proteins are high in lysine, an essential limiting amino acid in most cereals (Enwere, 1998) . Legumes which generally contain a relatively high amount of protein should complement the protein in cereal grains because the chemical and nutritional characteristics of legumes make them natural complements to cereal-based diets (Marero et al, 1988 ).
Brands of custard include the following: Gold's (vanilla), Arise daily best (Banana best), Anno best, Family custard, Infinity custard, Birds custard, City joy custard, Checkers custard powder etc.
Consumers and Influencing Factors
Surrounding consumer behaviours are many influencing factors which affect the manner customers reason and act during the purchasing process (Domie, 2013) . The factors include social, cultural, personal and psychological factors which persuade the consumer buying behaviour. Careful examination of these factors encourages many firms to attain their objectives by gaining control over the domestic market (Kardes, Cronley & Cline 2008). Culture refers to the set of values, ideas and attitudes that are acceptable by a homogenous group of people and transmitted to the next generation (Jibril, Fudamu & Tumba 2013). Culture is the essential character of a society that distinguishes it from other cultural groups. The underlying elements in every culture are the values language, myths, customs, rituals, laws, artefacts or products that are transferred from a present generation to the next (Lamb, Hair & Daniel,2011) . Social factors play a significant role in influencing the buying behaviour of consumers. Several social factors affect consumer behaviour which comprises of the family, references group, status and social roles (Domie, 2013) .
Personality refers to the particular psychological characteristics that lead to relatively consistent and lasting responses to one's environment. The personality factors include age, life cycle, economic and occupational conditions. As people grow their desires and need change. Psychological factor refers to the emotional disposition of consumers as he or she embarks on the purchase of goods and services (Durmaz, 2014) . The psychological factors that influence an individual's decisions to make a purchase are categorised into the person's motivations, perceptions, learning and his beliefs and attitudes (Callwood, 2013).
Price
Price refers to the amount of money that a person must pay to use a product. To set a price for a product requires a thorough understanding of the symbolic role that price plays in determining the products in the target market ( Gilaninia, Taleghani & Azizi, 2013).
However, according to Alex & Menon (2013) , price-conscious consumers by definition like to purchase products which are priced low and hence they would have a tendency to compare prices before making the purchase decision. Price is categorically one of the most important market variables. It becomes necessary that there are many ways of price framing. Price framing is defined as how the offered price is communicated to the consumers ( Briesch, Krishna, Lehman & Yuan, 2002). Framing the same information in a variety of ways can have a great impact on consumer decision making and choice behaviour. The survival of any business firm depends on its pricing strategy since the price is highly critical in the implementation of marketing tactics. (Domie, 2013) . In the keen competitive environment, the price is used as a medium to obtain an upper hand over competitors.
According to Bondari (2010) , price provides the base for customers to search for their suitable products that are within a particular price category ignoring those that are not part of it. Cook & Marthur (2008) explain that consumers have become highly mobile and are searching for values in return for the money spent with additional advantages and benefits.
In most cases, if a customer does not appreciate a quoted price for a product, there wouldn't be any purchase, and this has an adverse impact on the sales and the market share in the long run. Lindsay & Evans (2011) , also argue in the same regard that in a competitive market, firms must seek to consider satisfying consumer needs at lower prices and this helps the company to a obtain a competitive edge.
Packaging
In marketing's dynamic competitive environment, the role of a package has changed due to increased self-service and changing consumer lifestyle. Firms' interest in the package as a tool for sales advertising is growing increasingly. Packaging becomes an ultimate selling proposition stimulating impulsive buying behaviour, increasing market share and reducing advertisingal cost (Deliya & Parmar, 2013 ). Shah, Ahmad & Ahmad (2013) observe that packaging is the essential element and container of the product that protects and beautifies a product to gain customer attraction and attention. Packaging according to Kunle & Ganiyu (2012) has become a potent marketing tool, and its role has changed from the traditional function of protecting the products through distribution channels against damage, dirt, theft, mishandling and deterioration. This functional role is a fundamental requirement of packaging.
In this modern era, packaging is also utilized as a marketing tool to arouse and stimulate consumer's attention and to promote and convey relevant messages about products' features to customers while still on the shelf or at the point of sale. However, Raban (2010) describes packaging as a coordinated system that prepares well for transportation, distribution, storage, sale and consumption and tool for ensuring product safety in delivery to the ultimate consumer in best of circumstances, with the lowest average cost. The packaging of a product entails designing and constructing the container or wrapper for a product (Ladipo & Olufayo, 2011) . Ahmed et al. (2014) observe that packaging elements includes colour, packaging material, design of wrapper and innovation .The wrapper and container may take account of the product's primary container, a less substantial package, that is disposed of when the product is about to be used and shipping package necessary to store, identify and ship the product (Ladipo & Olufayo, 2011) . Other parts of packaging include labeling and printed information appearing on or with the package. The key packaging materials are paper/fiberboard, plastic, glass, steel, aluminum, etc. While packaging colour, printed information, packaging material, the design of wrapper, background image and innovation influence consumer buying behaviour (Shah et al., 2013).
Advertising
Advertising is non-personal messages paid for by an identified sponsor and conveyed to the consumers through the media of communication about available goods and services (Kotler, Armstrong & Opresnik, 2018) . It is one of the major tentacles of marketing communication which is as old as man (Okolo, Mmamel, Nmere, Nduka, Obikeze & Oranusi, 2018). It is used alongside public relations, publicity, direct marketing, personal selling and sales advertising to project a good image of a brand. It is the major marketing communication strategy used to inform, persuade and remind consumers about availability, location and prices of goods and services (Belch & Belch, 2018) . It is an aspect of marketing communication tool that is used by the retailers and manufacturers to create awareness and invite consumers to purchase goods and services. However, advertising has many media through which it sends messages to a target audience. The media of advertising include television, radio, newspaper, magazine, billboard (Abubakar, 2014) and the social media. Advertising messages can boost sales volume, increase market share and bolster company and brand image (Abubakar, 2014 Brands are always considered as the best tool for marketing strategy. According to Doyle (2002) , a brand is a specific name, symbol or design or more usually some combination of these that is used to distinguish a particular seller's product. A brand, in short, can be defined as a seller's promise to provide a unique set of characteristics, advantages and services consistently to the buyers/consumers. It is a name, term, sign, symbol or a combination of all these planned to differentiate the services or goods of one seller or group of sellers from those of competitors (Joshi, 2013) . People in our society are so aware of their status and they prefer to use a branded product to show off their status. The brand name is an implied device through which any business can attain the attraction of the populace and can enjoy the competitive advantage (Malik, Ghafor, Igbal, Ali, Hunbal, Noman & Ahmad, 2013).
The brand is also considered as a valuable asset for any business as it can change people's buying behaviour. Consumers rely on branded products and mostly prefer to buy products with the wellknown brand name. Marketing essential strategies and tools can develop the brand of any product. If a brand is superior, a business can enjoy a maximum number of customers and can build long-term profitable relations with customers. Khasawneh & Hasouneh (2010) opine that customers realize the importance of brand while making their purchasing decision and consumers prefer the branded products with higher prices because they consider that branded items have more quality than nonbranded goods. Brand preference is also a mark of status. However, the important purchase cycle depends on 4p's, psychological factors like motivation, learning, perception, belief and attitude (Joshi, 2013).
Theoretical Framework
In this study, the theories of consumer behaviour as propounded by Nicosia (1966) , Engel et al.
(1968) and Howard & Sheth (1969) will be relevant in examining the determinants of consumer choice of brands of custard. Nicosia (1966) provided a bold attempt to show the interrelationship between attributes of the consumer, the consumer decision-making process, the marketing communication of an organization and consumer feedback to the organization. However, the implication is that it is interactive in design, where the organization attempts to influence consumers through marketing actions/strategies and the consumers in return influence the organization through their purchase actions or lack of action if products are not purchased. Engel et al. (1968) suggests that high involvement with a product results in a comprehensive problemsolving process which begins with problem recognition, information search, alternative evaluation, purchase and post-purchase activities. This provided a comprehensive discussion of the possible influences on consumer behaviour, and more specifically the impact of influences on the different stages of the decision-making process.
The Howard-Sheth model of buying behaviour, presents a robust integration of the psychological and various social and marketing influences on customer choice into a coherent sequence of information processing. The model attempts to explain typical brand choice behaviour within the constraints of incomplete information and limited individual capacities, and also that it provides an empirically testable description of conduct regarding cognitive functioning together with its outcomes. Howard-Sheth model is a model that explicitly distinguishes between three different stages or levels of decision-making or learning namely extensive, limited and routinized problem-solving.
However, in this study, the Howard-Sheth model of buying behaviour is adopted because it relates more to the topic under study, since it provides a sophisticated integration of the various social, psychological and marketing influences on consumer choice into a coherent sequence of information processing.
Review of Empirical Studies

Study conducted by Miebaka et al. (2017) on consumer behavioural pattern and patronage of made in
Nigeria bags (A survey of bags producers in Rivers State, Nigeria) evaluated the reasons for consumer preference of made in Nigerian goods to foreign made goods (Bags). The study adopted the descriptive survey method as well as questionnaire method to enable consumers respond to their preference of either made in Nigeria goods (Bags) or foreign made bags. The study sample size of 120
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was drawn using non-probability sampling method (convenience) for generalization. Three hypotheses were stated and tested using person product moment correlation coefficient and the major findings revealed that there is a significant relationship between consumer behaviour pattern and patronage of made in Nigeria goods (Bags) in preference to foreign made goods (bags). It was therefore, recommended that producers should always carry-out constant research on the perception and behaviour pattern of consumers towards their product. Government of Nigeria should invest in markets that can boost their economy. Nigeria government should also protect the local bag companies by enacting favourable government policies.
In another study conducted by Ayuba (2014) in Nigeria titled, "assessment of factors influencing consumer satisfaction: a survey of customers of Nigerian manufacturing companies." The main objective of the study was to investigate the key variables having strong influence on customer satisfaction and the purchasing decisions of customers. Both primary and secondary methods of data collection were adopted for the study. The study consists of a population of 145 current and potential customers of the manufacturing companies listed on the Nigerian Stock Exchange (NSE) as at December 2013. The sample of the study is 100 selected based on stratified random sampling techniques. The data was analyzed using descriptive Statistics (mean, standard deviation) and regression analysis to assess the satisfaction-rating in line with the objectives of the study. The findings revealed that price is the primary factor influencing consumer buying behaviour in Nigeria.
The results also showed that consumer experience with a particular brand changes the buying behaviour of consumers. The study concluded that three key variables namely; pricing dimension, product quality and consumer buying behaviour influences consumer satisfaction of manufacturers' products in Nigeria.
Also in a study conducted by Singh et al (2014) in India titled Factors Affecting Buying Behaviour of Rural Consumers. The objectives of the study includes to identify factors affecting buying decisions of rural consumers and to study the importance of identified factors affecting buying decisions of rural consumers by age and income of respondents. The sample of the study is 146. Data was collected using questionnaire on five point scale. Frequency, mean and ANOVA were used to analyze the data. The findings revealed that rural consumer vary with age and income. The effect of price and quality on buying behaviour of rural consumer increases significantly with increase in age and income. Advertisement and brand of products found significantly very important to high income rural consumers than lower income consumers. Friends and family members' recommendations had significantly more impact on buying decisions of lower income consumers than high income consumers. Packaging had significantly more impact on buying decision of lower income consumers than high income. The study concludes by identifying eight factors i.e. price, quality, warranty, advertisement, brand, friends recommendations, family members recommendation and packaging which rural consumers consider while making purchase decisions consumers.
Daramola, Okafor & Bello, (2012), conducted a study in Nigeria titled the Effect of Consumer Behaviour and Attitudinal Tendencies towards Purchase Decision (A Case Study Of Unilever Nigeria Plc, Cadbury Nigeria Plc United African Companies Plc.). The study's main objective is to examine the effect of consumer behaviour and attitudinal tendencies towards purchase decision using Unilever Nigeria plc, Cadbury Nigeria plc, United African companies' plc as case studies. Other specific objectives includes to examine adequacy of factors usually considered in reaching the individuals and groups consumers; to measure the extent to which merits and demerits of individuals and groups consumers behaviour affect the marketer/producer; to establish incentives that could encourage consumption by the individuals and groups and to assess the effect of inability in providing information by the marketer/producer in reaching the individuals and groups at right time and place to fasten purchase on organizations goods and services. Questionnaire was used in collecting data while the sample size is 110. The researcher used tables and percentages for presentation, scoring and analysis of data. The hypotheses were analyzed with the help of chi-square (X 2 ). The findings revealed that the life cycle in a product influence purchase to very much extent and that in some cases there is joint purchase decision in individuals and groups. Similarly the research discloses that education has a part towards determining purchase in any individual or group. The study concludes that management of firms should always carry out a thorough research on the effect of consumer income, educational level, occupational level, life style cycle, individually, or jointly decision that affect purchase behaviour.
The gap noted in the previous literature which this study tends to fill is that no research of this nature has been conducted in Enugu State especially with the product custard. Hence this study centres on the factors influencing consumes choice of brands of custard in Enugu State.
Proposed Conceptual Framework for the Study
Proposed Conceptual Framework
Source: Researcher's Illustration
The diagram above presents the proposed conceptual framework showing the hypothesised factors influencing consumer choice of brands of custard in Enugu State.
METHODOLOGY
The study adopted a survey method; this was to enable the researcher to find facts by collecting information directly from the respondents. Data was collected through structured questionnaire and interview. The respondents were adults 18 years and above. It was observed from the preliminary study that out of ten copies of questionnaire distributed, 7 (or 70 per cent) answered positively while 3 (or 30 per cent) answered negatively. The sample size was 323. The questionnaire was designed in line with the objective of the study which is to examine factors influencing consumer choice of brands of custard in Enugu State. To make for good responses in the study, convenience sampling technique was adopted in administering the questionnaire to the respondents.
The data collected were presented and analyzed with descriptive and inferential statistics, while the corresponding hypotheses were tested with simple linear regression and Pearson correlation with the aid of computer through the application of Statistical Package for Social Sciences (SPSS). Topman's formula for an infinite population as cited by Nwbuokei (1986), with 95% degree of freedom at 5% error tolerance was used in determining the sample size Approximately 323
The sample size is 323
Three hundred and twenty-three copies of the questionnaire were administered. 303 copies were duly completed and returned while 20 copies were not properly completed and returned. The result indicates that price has a positive effect on consumer choice as t= 52.580 which is above the rule of thumb positivity of 2 and coefficient of price (0.438). The variations from the model as indicated by the coefficient of determination (R 2 ) value of 0.902.
DATA ANALYSIS, RESULT AND DISCUSSION
Also, the result shows that there is a positive relationship between price and consumer choice as indicated by R-value of 0.950 which is the same with the value of Beta 0.950. The result shows that Advertising has a significant effect on consumers choice as t= 50.923 which is above the rule of thumb positivity of 2 and coefficient of the advertising (0.121). The variations from the model are explained by the model as indicated by the coefficient of the determination (R 2 ) value of 0.896
There is a strong relationship between advertising and consumers choice as indicated by R-value of 0.947 which is the same with the value of Beta 0.947.
Discussion of Findings
The results show that: 2012), that packaging is significantly recognized as a source of product information; consumers are aware that packaging carries product information; consumers employ packaging information to make purchase decision, and consumers considers a given number of items of information adequate in making purchase decisions.
 Advertising had a significant effect on consumer choice of Brands of Custard in Enugu State (R value of 0.947; t = 50.923; SP < 0.05). This finding is in agreement with the finding of (Shamout, 2016) which states that advertisingal tools are playing an important role to stimulate customers towards buying any promoted product and that will definitely increase dealers and retailers profit and market share.
CONCLUSION
The study concludes that there is a significant relationship between price, packaging, advertising and consumer choice of custard brands in Enugu State. The reason for the above deduction hinges on the result of the three hypotheses. The three factors influencing of consumer choice of custard brands have positive effects on choice of the consumers.
RECOMMENDATIONS
Based on the findings and the conclusion of the study,the following recommendations were made:
 Manufacturers should consider the effect of price on choice of custard and also activities of the competitors in order to gain the market share and retain customers' choice  There should be adequate advertisement of custard brands both in urban and rural areas. This will help consumers in those areas to know that such brands are in existence.
 Producers of custard brands should consider consumers choice before producing their brand. The idea will encourage patronage from consumers and also help to reduce waste.
